Abstract
Introduction
In the subject literature, the need to research the interest of tourists and food preferences in a destination (Mak et al., 2012a ) from the aspect of hospitality and tourism has been emphasized by a greater number of researchers (Chang et al., 2010; Stewart et al., 2008) . This increasing interest is fostered by a growing number of destinations, such as Australia, New Zealand, Italy and Singapore, which use all of their culinary resources in promoting and differentiating their own destinations (Chang et al., 2010; Scarpato, 2002) . Mak et al., (2012b) have through the analysis of literature in hospitality and tourism and by synthesis of the results of the consumption of local food, been able to recognize sociodemographic characteristics as a significant factor of influence on food consumption in a tourist destination. According to the authors' knowledge, the conclusion is, based on the analysed literature, that no similar research activities have been conducted so far, except for certain studies which refer to evaluation of hotel service quality ), satisfaction of foreign tourists staying in city centres (Dwyer et al., 2014) , influence that image and total satisfaction with destination have on loyalty of consumers (Armenski et al., 2011) , influence of structure of the employees on sensor quality in Belgrade restaurants (Tešanović et al., 2014) as well as possibility of exporting agricultural and alimentary products of plant and animal origin to the tourist boats (Tešanović et al., 2013; , which provides space for further research. This study aims to research differences in socio-demographic characteristics of foreign tourists in consumption of local food in the city centres Belgrade and Novi Sad, Republic of Serbia.
Visual appearance -the visual appearance which includes color, shape and the presentation of food, encourages tourists to taste local cuisine. Numerous studies argue that the perception of taste is influenced by the color of food (Stroebele, Castro, 2004; Kivela, Crotts, 2006) . Taste -taste is also an important attribute for the measurement of local food and drinks. Six basically recognizable tastes in gastronomy are: sweet, salty, sour, bitter, spicy (a sensation produced by, among others, hot or chili peppers) and pungent, in Chinese culinary arts (also known as umami) (Kivela, Crotts, 2006) . Aroma -aroma is another attribute appearing as an item for testing the perception of food and beverages. Scientific research suggests that olfactory stimulation plays an important part in the perception of taste; without it one cannot assess food (Gong, 2008) . At the same time, the aroma can be the final attribute in measuring local food and beverages related to sensory assessment, which is the overall sensation induced during mastication (e.g. taste, touch, pain and smell) (Hornung, Enns, 1986 ).
Authenticity of cuisine -authenticity is an important attribute of local gastronomy. It is defined as something that is considered to be true and clear (Tešanović et al., 2009 ). In the context of cuisine, the authenticity relates to origin.
Cultural significance -researchers believe that the cultural characteristics of food and beverages are one of the reasons why food and beverages consumption is an integral part of the travel experience (Bessière, 1998; Long, 2004) .
The importance of socio-demographic characteristics
Numerous studies (Kim et al., 2009; Khan, 1981; Ignatov, Smith, 2006; Mitchell, Hall, 2003) indicate that demographic and socio-economic characteristics of tourists influence their preferences towards local food. In studies related to consumption of food, sociodemographic characteristics are recognized as significant variables in explaining variations in food consumption in various contexts (Furst et al., 1996; Khan, 1981; Randall, Sanjur, 1981) . Based on the conducted research, the text that follows gives a review of socio-demographic variables which occur in the subject literature most frequently:
Gender -the conducted studies point out that female respondents, as compared to male, are more interested in and more excited about degustation of local food when they are on vacation (Kim et al., 2009 ), that they are much more involved in food related activities (Ignatov, Smith, 2006) and that they are more price sensitive and, at the same time, ready to taste new or unusual fruit and vegetables (Mitchell, Hall, 2003) . Also, the studies (Charters, Ali-Knight, 2002; Warde, Martens, 2000) have shown that the tendency to travel abroad, among foreign tourists, is higher among men than women.
Age -the study indicates that the consumption of selection of available food at certain destination is narrowed in elder respondents (Tse, Crotts, 2005) and that they are more health concerned (Kim et al., 2009 (Kim et al., 2009) , that higher education level increases food related sensation (Glanz et al., 1998) and that the respondents with higher education level have more tendencies towards local food consumption (Zeppel, Hall, 1991 Monthly income -the conducted studies indicate that higher monthly income increases food related sensation (Glanz et al., 1998) and that better job can be an important factor in selection of food (Wadolowska et al., 2008) , while Franklin and Crang (2001) point out that the increase of monthly income in households has an important role in tourist demand.
Country -the results of the study (Armenski et , where Belgrade and Novi Sad were defined as tourist destinations of the first category. Therefore, locations of the research are administrative centres Belgrade and Novi Sad.
Sampling method is stratified sample and "simple random sample". According to the data taken from the official tourist statistics (Statistical Office of the Republic of Serbia, 2015), the only information that the authors were familiar with and which was on their disposal is the number of registered visits of foreign tourists, by location and type of the tourist destination, as prescribed by the official statistics methodology. Stratums are cities in the Republic of Serbia visited by foreign tourists (Statistical Office of the Republic of Serbia, 2015). Because of the aforesaid criteria, the authors decided to take Belgrade and Novi Sad as stratums. After that, each stratum was analysed by means of "simple random sample" procedure. Surveying was carried out through tourist organizations of Belgrade and Serbia, at the territory of Belgrade, while tourist organizations of Novi Sad and Vojvodina carried out the survey in Novi Sad, that is, each foreign tourist that visited any organization was considered a random sample.
The study included 673 respondents of which 332 were in Novi Sad and 342 in Belgrade. Out of the total number of respondents, 51.3% were male and 48.7% female ( Table 1) . Table  1 presents the age structure of the sample by city of research. Almost half of the respondents are younger people, 18 to 30 years of age. Other socio-demographic characteristics of the respondents are shown in Table 1 . 
Instrument
For the purpose of this study, and following the example of previous studies (Jalis et al., 2009), a questionnaire was used in order to test the difference between socio-demographic characteristics of foreign tourists in the perception of local gastronomy.
For the purpose of this study, the questionnaire was modified and adapted. After the translation of the questionnaire from English to Serbian language, it was subjected to translation again in order to determine trustworthiness (back translation). Further on, an interview with tourism representatives (academic experts, employees in hotels and representatives of tourist organizations), in which experts provided their comments and suggestions on which attributes are to be considered when designing the scale for testing the perception of food, beverages and food culture of Serbia (the perception of local gastronomy). The discussion and interviews with experts had an aim to increase the content validity of the scale and to supplement or change attributes -questions in the questionnaire. Based on qualitative research, it has been concluded that the term "Malaysian food" should be changed to "Local food", since previous studies (Baloglu, McCleary, 1999) have shown that the notion of "local food" contributes to the popularity of a tourist destination and consumption of food. In a research conducted in four Mediterranean countries, Italy has achieved the greatest success using the term "local food" or local cuisine (Baloglu, McCleary, 1999) . Further on, it was concluded that items 1, 5, 6, 8, 9, 23, 26, 27 and 30, i.e. the concept of "Malaysian food" should be changed to "Serbian food".
The questionnaire consists of three parts. The first part of the questionnaire represents respondents' consent to complete the questionnaire. Completing the questionnaire is anonymous. The second part relates to demographic and socio-economic characteristics of respondents: gender, age, education level, monthly income and place of residence (country). The third part of the questionnaire relates to the perception of local gastronomy (Table 2) , which contains 30 items. In the questionnaire, the concept of collecting and processing stands is defined as the level at which tourist perception of attributes shows perception and acceptability of local food and beverages as an experience related to food culture on a tourist destination. The answers in a questionnaire were measured based on the Likert scale, 1 -I strongly disagree, 2 -I mostly disagree, 3 -neutral, 4-mostly agree, 5 -I completely agree.
Procedure
The survey was conducted on the territory of Belgrade and Novi Sad, during six months of research (May-October) in 2015, and in accordance with reports of the Statistical Office of the Republic of Serbia referring to the structure of foreign tourists by the visited city (Statistical Office of the Republic of Serbia, 2015). It was executed through tourist organizations of Serbia, Belgrade, Vojvodina and Novi Sad. Because the survey was carried out by means of "paper and pen" procedure, it was of utmost importance to have skilful surveyors that would be able to provide good explanations of questions if respondents would ask for it.
Variables
Independent variables in this study are the following: gender, age, education, monthly income and country. There is also one dependent variable -perception of local gastronomy.
Methods of data analysis
Data were analysed by means of software package SPSS: 20 (SPSS, 2008). The missing data were replaced by ЕМ method, while analyses of deviated values indicate that there are none (Tabachnick, Fidell, 2007) .
Differences between groups were analysed by means of two-factor ANOVA, with the following factors: city (2 levels), gender (2 levels), age (5 levels), education (6 levels), monthly income (3 levels) and the country (4 levels). Dependent variable is perception of local gastronomy. Table 2 . presents descriptive analysis of the scale items for perception of local gastronomy. The perception of local gastronomy is operationalized as the sum of responses to all 30 items from the third part of the questionnaire. A higher score indicates a better assessment of local gastronomy. Table 3 . presents descriptive analysis of applied scales. Based on the values of multivariate skewness and kurtosis, it can be concluded that the answers of respondents at the "perception of local gastronomy" scale do not deviate significantly as compared to normal distribution. Cronbach terms are .85 (Table 3) , whereas according to the authors' research (Jalis et al., 2009) the reliability of the scale is .81. 
Results

Descriptive analysis
Differences in demographic characteristics of tourists in perception of local gastronomy
The results of two-factor analysis with the factors: gender (2 levels) and city ( The results of two-factor analysis of the factors: education (5 levels) and city (2 levels) show that there is no statistically significant interaction between education and city (F(4, 662) = 1.16, p =0.33), neither is there the main effect of the city (F(1, 662) = 0.17, p =0.68), but there is a significant main effect of education (F(4, 662) = 2.52, p <0.05, η 2 p = 0.04). The results indicate that regardless of the city they were staying in, there is a significant difference between the respondents of different educational level in the perception of local gastronomy. Post hoc test (Fisher's LSD), has shown that there is a significant difference between respondents who have high school (M=125.85) and the ones who have a university degree -BSc (M=122.13; p<0.05), the respondents who have high school and the ones who have university degree -MSc (M=121.73; p<0.01) and respondents who have high school and the ones who have a university degree -PhD (M=121.27; p<0.00).
The results of two-factor analysis with the factors: monthly income (3 levels) and city (2 levels) show a statistically significant interaction between monthly income and city (F(2, 659) = 8.07, p < 0.00, η The results of two-factor analysis of the factors: country (4 levels) and city (2 levels) indicate that there is no significant interaction of variables of country and city (F(4, 664) = 0.70, p =0.59) nor is there a significant effect of the city (F(1, 664) = 1.01, p =0.31) . However, there is a significant main effect of the variable of country (F(4, 664) = 8.45, p < 0.001, η 2 p = 0.04) when it comes to the perception of local gastronomy. These results show that respondents from various countries differ in the perception of local gastronomy, regardless of the city they visited. Post hoc test (Tukey's HSD) shows that respondents from the countries of former Yugoslavian countries (M=125.89) differ from respondents from Western Europe countries (М=120.06; p <0.01), as well as from respondents from Southern Europe countries (М=120.13; p <0.05). In other words, respondents originating from the countries of Yugoslavian republics at a higher level asses local gastronomy in a more positive way, in relation to above mentioned groups of countries.
Discussion
The results indicate that there are differences between variables: age, level of education, monthly income and country in the perception of local gastronomy, but not in variable gender. The findings indicate that there is only a tendency that men who have visited Novi Sad, in relation to other groups of respondents are more inclined in the perception of local gastronomy. The obtained results are contrary to previous researches. However, the results of the study (Charters, Ali-Knight, 2002; Warde, Martens, 2000) show that in relation to women, men are more inclined to travel abroad, as for foreign tourists. The findings indicate that there is a difference between age variable in the perception of local gastronomy. More precisely, respondents who belong to an older category, assess local gastronomy in a more positive way, which is in accordance with previous researches. Possible differences between groups of respondents with level of education variable, where respondents with a lower education level assess local gastronomy in a more positive way, can be explained by the fact that they were willing to try more food and drinks compared to other groups of respondents. It can be assumed that respondents with lower level of education are less concerned about health than respondents with a higher level of education (Kim et al., 2009 ). The obtained results are contrary to previous researches. The results of monthly income variable indicate a different trend of differences: respondents from Novi Sad with below average income tend to positively assess local gastronomy to a lesser extent, in relation to respondents with higher monthly income. On the other hand, respondents from Belgrade with below average income tend to positively assess local gastronomy to a higher extent, in relation to respondents with a higher monthly income. Previous research (Glanz et al., 1998; Wadolowska et al., 2008 ) point out that a higher monthly income and a better job increase the experience and choice of food, which is in accordance with results obtained in Novi Sad. However, the findings in Belgrade are contrary to the above-mentioned research. It can be assumed that respondents with a higher monthly income did not get "proper value for money" or their expectations were not satisfied. The findings indicate that the greatest number of foreign tourists who participated in this research is from former Yugoslavian countries and secondly from Western European countries. A justification for this can be found in the fact that The Republic of Serbia suffered many changes during the 90s in the XX century (Lukić et al., 2014) , thus, the biggest number of foreign tourists comes from former Yugoslavian countries. In addition to this, previous studies confirm a tendency for visits of the Republic of Serbia by tourists from Western European countries (Armenski et The findings of the study indicate that there are statistically significant differences between socio-demographic characteristics of foreign tourists in relation to variables of age, level of education, monthly income and country, but not gender, in the perception of local gastronomy, which makes the hypothesis partially supported.
Research limitations
One of the limitations of the study is the sample. Although the respondents involved in this study had different experiences in local gastronomy and were of different nationalities, majority of tourists that took part in the study come from the countries of former Yugoslavian republics and Western European countries. Also, the research included two tourist centres, which means that it excludes other tourist destinations where local food can be found as well. Therefore, tourist destinations such as spa centres and mountain resorts should be taken into consideration in future studies.
Conclusion
The significance of this research comes from the fact that so far there has not been a similar research regarding Republic of Serbia and the cities of Belgrade and Novi Sad. The results indicate which socio-demographic characteristics of foreign tourists are important for future development plans and promotions of a given destination on a target market. At the same time, the findings indicate the importance of socio-demographic variables in the study of local gastronomy as a significant component of the tourism product. For example, if companies (hotels, restaurants etc.) want to increase the perception of local gastronomy, they can apply this instrument to examine the structure of tourists, that is socio-demographic characteristics in order to track their requirements and needs.
The obtained data can be of use to various market subjects in order to establish special bodies in order to regulate and monitor the work of companies and tourist organizations, disclosure of inappropriate enterprise behavior, publishing information related to local gastronomy and dealing with tourists' complaints. Monitoring reduces dissatisfaction and improves positive EP 2017 (64) 1 (359-373) Nikola Vuksanović, Dragan Tešanović, Bojana Kalenjuk, Milijanko Portić, Marija Knežević evaluation of local gastronomy. At the same time, this can increase overall satisfaction of tourists with chosen destinations. In addition, this research makes it possible for the sectors of economy and government to understand better the significance of local gastronomy, as part of the destination, and thus how to improve acceptability with foreign tourists.
The findings of this study indicate that there are no differences between the cities of Belgrade and Novi Sad in the perception of local gastronomy, which can serve as the starting point to enter the partnership between the cities and for the development of a common strategy. First of all, the cooperation of tourist organizations and other sector, first at the local and then at regional level, can take responsibility for monitoring the work of companies dealing with food and beverages at a certain destination.
The results of the research rely on single-year research. However, taking into consideration the very concept of the research, it would be more appropriate to carry out longitudinal, multi-year research with the same group or respondents and repeated measures, in order to form a clear and precise image of factors influencing local food consumption. Repeated studies would require forming of the sample population that would participate in the research during the period of 5 to 10 years. The results of longitudinal research would have significant theoretical, but also practical implications for a tourist destination, particularly from the aspect of long-term planning of marketing strategies and creation of tourist sensation and feeling towards changeable requests and needs of tourist demand. 
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